176151«
2010 R R A4 18 3C FRAR: 10269

¥  5:51072905037

2R AT

B T P B B BT

Bt A BRZER

% M. EERER
BRG R XEFRR

® % &M HOE BHR
BLHsE: ZEpp

2010 5 A







ATy
' Y1743655

2010 Master’ s Degree Dissertation University Code: ivaus

Student Code: 51072905037

East China Normal University

A Study on Political Marketing in
Obama Presidential Election

School &Department:
Major:

Research Area:
Supervisor:

Author:

Department of Political Science

International Politics

American Study

Associate Prof. Wenhui Qing

Xiangke Li

May, 2010







RIS R FFALR SR I E

HESH. KARTHEMLRT (REDEETRBHREHTR) , REE
?Rﬂfﬁ’rﬁk‘%‘liiiijﬁ}[/iﬁj: GEERE) %A, ERMiER THITHHAL
fERIBRFRAR . BRIXPELEHFIANARS, FRIABEHAIAD
ZRFRRRTTHFRBR . NAHF ML ERETRODP ARG, HOE
XPET B R R

ﬂswz:% 1 o W\‘ BH.920E JB 755,

BEFRIMIE R AL ST R R

(REDEETHBUGE HHR) REAATELRIMERFREL N HRES
W?E%‘F%ﬁi&‘]@i@/ﬁ:t GEARE) %R, ARITMFFRBRIALRMTE
REHA . EANRBERITERZRFEHIE RBEMERRZEARI FRE
B ITAAEXIGMEREBIE. BEFR “RM 7 E3EAR SRR
T AFFARIGENERMEREEBERBEEREN. #7: REER
BB ITMALEE L. L2 Gt AU BEERTRR, HFARX
FbREAM LA, RAZH, RERELEAAGERHELR I,

AZMRIBT (FAR)

() LAERMAEREMABIIEELERN “WE” & “WE” 2k

X, ¥ O€ A H$E BEFERHLBEN.

(\// 2. MRE, EH LR,

a2 Lof GAD Mz&zg 2 &P

~49Pﬁsfﬂ2}h
¥ CWE” BERAMAEDBERUALLRES RSN A TRHEE
RRALEEHIERRT (BRI (LRI SR
T WE WHE) FHERO , KB RHITRENEARH AT
AR, HAEERAEEH, RANATFZURL, WER LR






FRABALAURXERER RS S

1 % B By &
‘ TRNA ZUE5 €54 ERIMIEKE x &
W HRE& Lt SR E R % R
‘ ] Rl 8% ERITEKE % B
‘ o F # # EERIMEKRE R

TRANE lE5 €5 ERIMRKE FRA







W E

BAEHDRAT AT E BRI RREHITEBN Y EESENE, FH
A REAMBCERREHSKR, BLETRERERE. ERHANBA &, K
HERHRBIBT A RIS FIRIEA I8 5 B0 AR Z [T RR 8, WA
B RANRE R, RALREE BRM— I3 RIEES). BEHRRCDH
BOEEH, ACAMEMHEMNRZRERBNEE T RAXEREMLR, U
Xt E A BRI R R RS E,

BUREHME RATA MK BRTUAK A THEE. BIREHEH T =AREN
B: BYIRTIHRE i gaf” I i@, WER HEY: ZERRBEE
BT ESIAZBUARE TR, BUREHEURRAS X, WAHRNER: %
2008 FFXRELLEBL R, MEXMENPENMEATERNRSEREA
MEZEM, BREHRAT RIS —MEEH.

2008 FRESAEETIE SREN. FREEFMNETRREEXA
REWE, AINRELSAHRABNBZRARL. EXHXHEMFEFRSEN A SR
MR, RESRACHAREHARERRNEER, LS 2008 £XE
SRREMOHE, HAE—B B CHERET SBEE . EFRERNFR TR
Z.REDRYT HOKREEMNE, RS EEAFIZE S & MUBHBURE
%, HTRNRANAEE. BRIENNSVRTERINE TR Z FEEA
i, BARA T ERERKHF.

B BTN BRI, 9 O T AU B Tt 2 [ R W e ok T R AR A AR S
HEEH. —HH, BEEHIESESERR LERREMRE, BOET#
EASERZ AMERE, —ERELRETERMNIFNINSER. 5—HH,
REGMBIGERERBUR A, SREANEEE SR, R, ARNEL
Tty (9 E A ZREF KM, EXHREARESBPFEL RTINS
N I

AXMPABRIER: HEMBRERZI—BEORSET—BHEMNR
&, UEEAAXHRMERRA; KK, URELSIERX—REIHT Rk
T, WTHRODWBIEERHMEERER: BE, STBUREHAXERER
BB REIE W

B ERERFAMEGINT, ALMLERR: NEARERE, RESH
BUR WA TR, BENBURRBHARRE, BREHNETERBIRRE







AFIBY T, 57 EMLENIT B IS — 5 s BUAE B3 B R
R

*ﬁﬁﬂ ﬂﬁ%%%y Bé}ﬁiz’i‘:,#, %%%%’ %BEJ: iéﬂu@






ABSTRACT

Political marketing is the main pattern of political election in the

west countries. Especially, opinion poll, grass-root mobilization and
political advertisement are here and there as television, newspaper and
internet involves fast. Political marketing is a series of persuasive
activities that political actors take diverse channels and strategies to
communicate with political audience bilaterally in order to attract their
recognition and support, eventually to realize their political goals.
Through a study of Obama political marketing, this paper tries to know
about the model of American political marketing and essences of American
democratic system more clearly and supply some consultation for China’ s
election system.

Political marketing involves as mass media develops. And political
marketing has experienced three periods: at first political marketing
emerges as radio marketing when Franklin D. Roosevelt broadcast his
policy through “fireside chats” on radio after World War II; then, it
involves as television marketing when John Fitzgerald Kennedy took office
with the help of television advertisement; political marketing comes to
internet marketing era in 2008 American presidential election when
internet plays an important role in grass-root mobilization and
information publishing.

There were several key issues during 2008 American presidential
election, such as financial crisis, Iraq War and healthcare reform, etc.
Barack Obama is an African-American and lack of strong political
experiences. Facing these situation and his strengths and weakness,
candidate Obama orients himself as a future reformer to meet voters’
wants and needs. He promised that once he was elected as a president, he
would process the reform of financial system and healthcare system, and
withdraw troops from Iraq. Obama creates his own campaign website to

demonstrate his future policies on different issues, and communicates






with voters bilaterally through blogger, online search engine and videos.
Eventually he got the support from a large number of young voters.

Achieving success, political marketing also has positive and
negative effects on American democratic system, especially the election
system. On the one hand, political marketing looks more democratic, at
least on the means of it, shortens the psychological distance between
candidate and voters, gives more participation rights and the right of
know to common voters. On the other hand, political marketing spends a
lot of money, which turns American politics into money politics. The mass
media, whose stance should be neutral, has bias for different candidates
and their political party due to some pragmatic interest.

The research path of this paper is: to give a clear definition of
political marketing and make it as the strategic starting point at first,
and then analyze the model of American political marketing through case
study, and finally discuss the possible effects of political marketing
on American democracy.

Through theoretical analysis and case study, the conclusion of this
paper is: from technical perspective, Obama political marketing is very
successful, but from the perspective of political development, political
marketing has some adverse effects, so America needs to guide and
normalize the operation of political marketing in legitimate and

administrative ways.

KEY WORD: Political Marketing, Presidential Election, Marketing
Strategy, Barack Obama, John McCain
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